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Grading Element 

Exceptional (4 points) 

Competent (3 points) 

Needs Improvement (2 points) 

Unsatisfactory (1 point) 

Score 

Headline 

• A clear, "tightly-written" promise is made 
using as many words as necessary. 

• The promise made in the headline is 
delivered upon in the body of the post. 

• Headline is compelling without being 
misleading or hypey. 

• Headline needs to be "tightened" or 
requires a bit more description to 
completely communicate the promise. 

• Headline isn't as compelling as it could 
be or is somewhat hypey or misleading. 

• Headline is "wordy" or far too short to 
completely communicate the promise. 

• Headline is not compelling or is hypey or 
misleading. 

• Elements of the promise made in the 
headline are not delivered upon in the 
body of the post. 

• Headline is weak or completely 
misleading and/or hypey. 

4 

Desirability 

• The lead magnet is something the target 
audience needs/wants. 

• The lead magnet offer is articulated in a 
compelling way. 

N/A 

N/A 

• The lead magnet offer is not desired by 
the market. 

• The lead magnet offer is not articulated 
in a compelling way. 

4 

Specificity 

• The lead magnet offers an ultra-specific 
solution to an ultra-specific market. 

N/A 

N/A 

• The lead magnet is broad or vague in its 
solution and/or promises multiple 
solutions to multiple problems for multiple 
markets. 

4 

Congruency 

• The problem the lead magnet solves is 
perfectly congruent with the problem the 
core offer solves. 

N/A 

N/A 

• The problem the lead magnet solves is 
completely irrelevant to the problem the 
core offer solves. 

4 

Speed 

• The lead magnet delivers value 
instantaneously. 

N/A 

N/A 

• The lead magnet is slow to deliver value 
(needs to be snail mailed, is delivered over 
multiple days or weeks, etc) 

4 

Consumption 

• Information is formatted in a way that 
makes it easy to consume. 

• Transitions between ideas are smooth. 

• Information contains one "speed bump" 
that could be removed with formatting. 

• One transition between ideas creates a 
"speed bump" for the reader. 

• Information contains 2-3 "speed bumps" 
that could be removed with formatting. 

• 2-3 transitions between ideas create 
"speed bumps" for the reader. 

• Information contains 4 or more "speed 
bumps" that could be removed with 
formating. 

• 4 or more transitions between ideas and 
headlines create "speed bumps" for the 
reader. 

4 

Goal 

• A clear call to action is made that is 
relevant to the subject matter of the lead 
magnet. 

• Copy and/or design of the call to action 
compel the reader to take the desired 
action. 

• Call to action is located in one or more 
prominent positions within the lead magnet. 

• A more relevant call to action is available 
for this lead magnet 

• Copy and/or design of the call to action 
could be more compelling to the reader. 

• Call to action could be located in a more 
prominent location in the lead magnet. 

• Call to action is completely irrelevant to 
the subject matter of the lead magnet. 

• Copy and/or design of the call to action 
is not compelling. 

• Call to action is difficult to find in the 
lead magnet. 

• The lead magnet does not contain a call 
to action. 

4 

Media 

• All images, video, and audio are clean and 
clear and of high production quality. 

• All the lead magnet's needs for images, 
video, and audio are met. 

• One instance of an image, video, or 
audio is unclear, unnecessary or of low 
production quality. 

• One section of the lead magnet requires 
the use of an image, video, or audio to 
complete the post. 

• There are 2-3 instances of images, video, 
and/or audio that are unclear, unnecessary, 
or of low production quality. 

• To complete the lead magnet, 2-3 
sections require the use of an image, 
video, or audio. 

• The lead magnet contains no media. 

4 

Completeness 

• The lead magnet completely delivers on 
the promise made in the headline or title. 

• Every section of the lead magnet is 
appropriately strengthened with media 
(images, video, etc), examples, data, 
and/or links to more information. 

• One section of the lead magnet requries 
media (images, video, etc), examples, 
data, and/or links to more information to 
be complete. 

• 2-3 sections of the lead magnet requrie 
media (images, video, etc), examples, 
data, and/or links to more information to 
be complete. 

• 4 or more sections in the lead magnet 
require media (images, video, etc), 
examples, data, and/or links to more 
information to be complete. 

4 

Consistency 

• The content of the lead magnet is 
consistent with the brand. 

• The content of the lead magnet is 
consistent with other information 
presented by the organization. 

N/A 

N/A 

• One or more elements of the lead 
magnet are inconsistent with the brand. 

• One or more elements of the lead 
magnet are inconsistent with other 
information presented by the organization. 

4 


Action Items 

-1 

Final Score 

100 
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